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Abstract 
 
Fruits and vegetables are an important element for a healthy diet, but because of seasonality, they are often 
consumed processed. The aim of the study is to determine the consumers’ preferences toward canned fruits and 
vegetables. A research was conducted among the population from Cluj-Napoca. The major objectives of the research 
were to determine the consumption level, categories mostly purchased, attributes important during purchasing moment 
and recognized brands. Results indicate that pickles and jams are mainly produced homemade, while vegetables in water 
are being purchased. As places of purchase, supermarkets are mainly proffered, but farmers markets also.      
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1. Introduction 
 
Fruits and vegetables represent an important 
part of peoples’ diet and promote health. Because 
they are full with vitamins, nutrients components and 
other elements, they should be included in a daily 
diet. Fresh fruits and vegetables can be process and 
conserved for human consumption in several ways 
such as canned, bottled, preserved, frozen, dried or 
other methods [8]. Canned fruits and vegetables are 
convenient products that contribute to fulfil the 
consumers’ dietary needs [4, 6]. In the same time 
with healthy foods, consumers are also looking for 
functional foods or foods that provide benefits for 
health or reduce risks of some diseases [1]. 
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According to a report from IBIS World (2015) 
the industry of processed fruits and vegetables 
followed an ascending trend in the last five years, 
because of the increasing demand, especially among 
urban population. The main industry is still 
concentrated in the North America and Europe 
because of his deep roots and traditional aspect [2]. 
In Europe, the consumption of canned/preserved 
fruits and vegetables is predictable to increase. A 
study conducted in Germany showed that women are 
consuming 3.1 portions and men 2.4 portions of fruit 
and vegetables per day, which means that 15% of 
women and 7% of men meet “the five a day 
recommended consume” [5].   
In Romania, according to a study made by GfK 
seven from ten consumers identify the healthy style 
with the consumption of fruits and vegetables, and 
more than a half with natural foods products [14]. 
Also women seem to value more than men the 
healthy food and their benefits.  
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A quite majority from Banat, Crişana and 
Maramureş (80%) define a healthy style through the 
consumption of fruits and vegetables. Approximately 
eight from ten Romanians consume homemade 
canned and preserved fruits and vegetables. They 
spend an average of 300 lei for this activity. The most 
conserved type is pickles. The reason for homemade 
preserved fruits and vegetables are according to the 
study made by Unisol, the desire to enjoy the taste of 
these products during the winter. 
 
2. Material and Method 
 
The main purpose of the study was to 
determine the consumer buying behaviour of canned 
fruits and vegetables. In order to achieve this goal, a 
research was conducted among the population of 
Cluj-Napoca using a questionnaire. The sample 
population consisted in 250 persons aged between 15 
and 69 years. Sampling method used is the quota 
sample, because it provides the possibility to obtain 
relevant information and statistically representative, 
related to research objectives [7]. Specifically, there 
was targeted the category "age" [9]. By using this 
sampling method, by age, the population of Cluj-
Napoca was reproduced to a smaller scale.  
The questionnaire had three parts: the first 
contains questions regarding the categories of canned 
fruits and vegetables mostly consumed, stores mostly 
frequented and the most popular brands.  
The second part consisted in questions related 
to consumers’ criteria at the purchasing time, while 
the third part refers to the socio-demographic 
variables. 
 
3. Results and Discussions 
 
Analyzing the respondent’s profile, it can be 
observed that more than half are women with a 
percent of (54.40%) and most of them have finished 
high school (53.20 %). Most of the respondents are 
young, 29.20% have 25-34 years, while 26.80% have 
between 35 and 44 years. In terms of income, 47.60% 
of the respondents have a low income, lower than 
1000 lei, and a quarter have an income between 1000 
and 1500 lei (Table 1). 
 
Table 1. Socio-demographical variables 
Variables Absolute frequency Relative frequency 
Gender    
Masculine  114 45.60 
Feminine  136 54.40 
Education grade   
Middle school 8 0.32 
High school 133 53.20 
Higher education 109 43.60 
Age    
15-24 35 14.00 
25-34 73 29.20 
35-44 67 26.80 
45-59 31 12.40 
60-69 44 17.60 
More than 69 0 0 
Income   
Less than 1000 118 47.60 
1000-1500 64 25.60 
1501-2000 45 18.00 
More than 2000 23 9.20 
  
Consumption frequency is the first element to 
be analyzed in order to determine the consumer 
behaviour. Data indicate high level of consumption; 
given the fact that 37.60 % of the respondents 
consume these products a few times per week and 
14.40% consume every day (Fig. 1). 
Compared to the fresh fruits and vegetables 
consumption, the canned/preserved ones have lower 
values. According to a study conducted by Mednet 
Marketing Research Center (2013) among the 
population from urban areas, 39% of the population 
investigated consumes fresh fruits and vegetables 
daily, while 43% consume them a few times per week 
[12, 15].  
The main categories of preserved fruits and 
vegetables consumed are pickles followed by 
preserved jams and tomato based products (juice, 
paste). Results are similar to the ones obtained by 
Unisol, where pickles were the most popular type of 
preserved product in Romania (Table 2).  
In Romania people still preserve fruits and 
vegetables in their own household because it is a 
traditional practice, the nutritional quality of the final 
product is higher and for the product authenticity. 
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However, most of them preserve certain categories of 
fruits and vegetables, but in the same time they 
purchase other categories. So, 78% of the 
respondents declared that they consume homemade 
canned/processed fruits and vegetables, 15.6% 
consume this type of products, but only from time to 
time, while a small percent of 0.4% do not consume 
at all. According to the study made by GfK in the 
South region of Romania, 8 from 10 persons 
consume homemade canned/preserved fruits and 
vegetables. More than half motivated this 
consumption because of the taste [14].  
 
 
 
 
 
Figure 1. Consumption frequency for canned fruits and vegetables (%) 
 
 
 
Table 2. Categories of canned products consumption    
Categories of canned products Relative frequency (%) 
Jams, marmalades 84.40 
Canned vegetables 60.80 
Canned meat and vegetables 27.60 
Vegetables pate 54.40 
Vegetables in water 57.60 
Pickles 86.80 
Natural juice/nectar 55.20 
Tomato products 70.00 
Others  0.40 
 
Because of the high percentage of the 
respondents which declared that they consume 
homemade canned fruits and vegetables, it is useful 
to determine which categories of canned products are 
bought and which are homemade. The most 
purchased products are canned vegetables in water 
77.5% (peas, beans, corn, mushrooms etc.), meat and 
vegetable pate 88.8% and juices/nectars 75.2%.  
Canned vegetables with meat are consumed 
only purchased. As a conclusion there can be 
mentioned the fact that preserved homemade fruits 
and vegetables are more appreciated by the 
consumers.  
Anyway, the current trend is to increase the 
consumption of preserved fruits and vegetables 
purchased due to seasonality and the lack of time. 
The most canned homemade fruits and vegetables are 
jams 74%, traditional canned vegetables 76.7%, 
pickles 85.5% and tomato sauces 67.2% (Table 3). 
14.4
37.6Series1, A few 
times per month, 
22, 22%
25.2
0.8
Every day
A few times per week
A few times per month
Occasional
Never
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The place of purchase mostly preferred by 
consumers is Kaufland (70.4%) followed by Auchan 
(60%) and the farmers markets (49.2%).  
The least preferred places of purchase are 
Metro Cash and Carry and Selgros. In the study 
conducted in Romania by Exact Cercetare si 
Consultanta (2013) regarding frozen fruits and 
vegetables consumption, results are similar, 
Kaufland, Auchan and Carrefour being the most 
preferred places of purchase [13]. Proximity stores 
are also important, 46.8% of the respondents declared 
that they purchase canned fruits and vegetables from 
here.  
Similar results obtained Webber et al. (2010) 
in a study conducted among respondents from USA 
who use to purchase from proximity stores only if 
they really need something and they do not have time 
to go to a supermarket [10]. Farmers markets are 
preferred by 49.2% of the respondents because of 
healthier, local and fresh products (Table 4). 
 
 
Table 3. Bought vs. homemade consumption by categories 
Categories of canned fruits and vegetables 
Absolute frequencies 
Total 
Relative frequencies (%) 
Bought Homemade Bought Homemade 
Jams, marmalades 63 179 242 26 74 
Traditional canned vegetables 37 122 159 23.3 76.7 
Canned vegetables and meat  62 8 70 88.6 11.4 
Vegetables pate 127 16 143 88.8 11.2 
Vegetables in water 124 36 160 77.5 22.5 
Pickles 33 195 228 14.5 85.5 
Natural juice/nectars 115 38 153 75.2 24.8 
Tomato products 67 137 204 32.8 67.2 
Others  0 1 1 0 100 
 
Table 4. Places of purchase preffered by the consumers 
Place of purchase Absolute frequencies Relative frequencies (%) 
Metro Cash and Carry 22 8.8 
Selgros 23 9.2 
Cora Hypermarche 51 20.4 
Auchan 150 60 
Proximity stores 117 46.8 
Kaufland 176 70.4 
Lidl 123 49.2 
Profi 88 35.2 
Carrefour 76 30.4 
Penny 53 21.2 
Billa 75 30 
Unicarm 49 19.6 
Farmers markets 123 49.2 
Others  0 0 
 
Regarding the importance given to attributes 
of preserved fruits and vegetables, at the purchase 
moment, most of the respondents have chosen quality 
as being the most important one, followed by price 
and traditional character. It can be noticed the actual 
trend of eating healthy and natural. Price was 
considered an important attribute, with an average 
grade of 8 (Fig. 2). Compared with the study made by 
Exact Cercetare si Consultanta (2013) in urban area 
from South Romania where price was the most 
important characteristic, the respondents from Cluj-
Napoca choose quality [13]. By quality, consumers 
think a product is additive free, natural, organic or 
local. The difference between results can be 
explained by the fact that at global level the tendency 
is the consumption of more and more healthy 
products and people had started to be more aware of 
what they are eating or drinking [11]. 
 Package is the least important attribute at the 
moment of purchase. Similar finding obtained 
Chiciudean et al. (2014) in a study conducted among 
the population of Cluj-Napoca regarding the 
importance of different attributes of local food [3].  
Another important aspect is related to those brands of 
preserved fruits and vegetables which are popular 
among consumers from Cluj-Napoca. So, 
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respondents were asked to identify those brands 
familiar to them. The results reveal the fact that 
Scandia/Bucegi is the most recognized brand. On the 
second place is Mandy, followed by Arovit and 
Hame. In the Southern Romania, the ranking is 
different (Table 5). In terms of Romanian companies, 
the share of retail value sales, Scandia Sibiu owns a 
share of 21% followed by Buftea and Hame with 6% 
each [16]. Considering Scandia market share, the 
degree of recognition is reasoned. As for brand 
Buftea it can be said that is probably not so familiar 
among consumers from the North-Western Romania 
because the company is from Southern region. By 
comparison, Arovit Company is a local brand from 
the North-Western region of Romania and this fact 
explains its’ popularity. 
 
 
 
Figure 2. Importance of products attributes at the purchase moment 
 
 
Table 5. Brands of canned fruits and vegetables familiar to consumers  
Brand Absolute frequencies Relative frequencies 
Râureni 58 23.2 
Many Foods 167 66.8 
Olympia 143 57.2 
Să ai pofta, boierule! 2 8.8 
Topoloveni 47 18.8 
Arovit 164 65.6 
Scandia/Bucegi 207 82.8 
Home garden 83 33.2 
Buftea 40 16 
Hame 163 65.2 
 
4. Conclusions 
 
Even if in Romania canned fruits and 
vegetables are still being produced homemade in a 
large quantity, purchased cans are also much 
appreciated, results indicated a high level of 
consumption, the most preferred types being pickles 
and jams. Consumers usually buy canned products 
from supermarkets, but farmers markets are also 
appreciated. The categories of canned fruits and 
vegetables which consumers usually buy are 
vegetables in water, meat and vegetables pate and 
juice/nectars. The most recognized brand is 
Scandia/Bucegi followed by local brands. In terms of 
product attributes important at the purchasing time, 
quality is the first, while packaging is the least 
important. Findings are useful to the canned industry 
from Romania. So, companies should focus much on 
quality, being the most important attribute for the 
consumers. The most recognized brands should 
proceed to an assortment diversification, by 
introducing vegetables in water, juice and nectars, 
being the most purchased products.     
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